GSBA-502 Team Negotiations Forum: Round 2 


Thank you for all of your feedback. We appreciate this ongoing dialogue with you and your 
teams regarding the grant funds. We’d like to take this time to reiterate that, with this portal, the 
library will be able to support the education, including instructional materials, of the New 
Chilamee’s K-12 and community college district’s range of underserved users including K-12 
and college students, and faculty in ten campuses (NCCD, n.d.). NCCD’s audience is “all kinds 
of students — new high school grads eager to start their academic journeys, professionals looking 
to move up at work, and adults of all ages excited to learn for a lifetime” (NCCD, n.d.). We 
propose to help the New Chilamee’s K-12 and community college district (NCCCD) to complete 
its mission, “to make high-quality education accessible and affordable for students” (NCCCD, 
n.d.). In 24 months (timeline below), we will be able to demonstrate the improved and inclusive 
learning outcomes and become eligible to apply for $50,000 of “Educate America” funding; 
thus, securing a 125% return investment on the $40,000 we are requesting today. 
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Marketing, promoting, and advertising strategies are important for non-profit and public 
organizations as they are able to “induce their desired behaviors in target markets through 
awareness campaigns and a continual barrage of advertising and messaging” (Romaniuk, 2018, 
p. 122). “Almost all libraries now think about marketing as an essential activity (p. 119). We will 
use Google, Facebook, and Instagram that are targeted to school students and parent populations 
and use high-volume keywords to redirect traffic to our websites during the first months and we 
will measure how well our learning programs are able to compete for the student’s “time and 
attention” (p. 124). We will perform analytics and research reports that will allow us to measure 
the success of our strategy and the performance outcomes. Specifically, we will measure the 
website’s traffic footprint, the number of clicks for each program/initiative, search engine traffic 
information, social media activity, and learning outcomes. All of these metrics will help us 
demonstrate why it is imperative to give the $50,000 of “Educate America” funding to our team. 


Romaniuk (2018) suggests that every library marketing strategy should use a SWOT analysis 
that is “performed from a marketing perspective” (p. 129). We have completed a SWOT 
Analysis Matrix (attached) that supports our request for funding for a new portal. To briefly 
summarize the results of our analysis, without this portal the new library network will not 
succeed. 


NCCCD's Portal: SWOT Analysis Matrix 
Strengths Weaknesses 


We have a strategic, - Need to outsource our 
creative, and effective plan! portal design, building, etc. 


Opportunities Threats 


State-of-the-art portal - No funds = No Portal 
125% return on investment! 





We are excited to see that some of our ideas related to addition of new digital media education 
overlap with the ideas presented by the IT Acquisition Team 1 and the IT Team 4. We are 
willing to further explore our options, including teaming up with one or both of the IT teams. We 
think the Acquisition’s (Team 1) idea to add audio-visual learning materials could potentially 
receive a lot more traffic, but only if combined with our marketing strategy. If marketing (Team 
2) does not have enough funds to outsource to create a well-functioning and appealing portal, 
Acquisition’s instructional media implementation would be harder to access and waste of grant 
funds. We are also unsure whether the Team-1’s proposed addition of 40-50 tablets would be 
sufficient for the NCCCD which has ten campuses and admits more than two hundred thousand 
students annually. 


We believe that we could get a discount from the outsourcing firm by using them to create the 
new WiFi, offering them more work which would benefit both our team and the IT team (Team 
4). The Team 4 proposes to spend $17,500 to train the existing IT staff (e.g., IT techs, a teacher, 
and student volunteers). It is unclear though how much time the IT department needs to bring 
their staff up to the speed. We only have 24 months not only to develop, deliver, market and 
promote new learning tools, but to also evaluate and apply for additional $50,000 grant money. It 
is unclear from Team 4’s proposal how long it will take them to build a new portal. With our 
outsourcing marketing strategy we can deliver within a 24-month period, secure additional 
funding. We can then use this additional funding to offer training to our IT department. 


Alternatively, if partnering with with the Team 4, we could use $40,000 as originally proposed 
by the Marketing Team 2 and use the remaining $10,000 to train IT staff. 


Acquisition (Team 1) had no budget prior to this grant so they stand to be competition but their 
goal of adding audio-visual learning material for students could receive a lot more traffic with 
our marketing plan. We can use this as leverage to work together. If marketing doesn’t have 
enough funds to outsource to create a well-functioning and appealing portal, Acquisition’s 
instructional media implementation would be harder to access and a waste of grant funds. 


We want to work together with all teams to launch a successful library network, but believe that 
the HR team proposal would not be sufficient. It would be very difficult to find a highly 
experienced specialist who would be proficient in various areas such as designing the portal, 
designing the digital educational programs, portal building, and marketing. It is doubtful that this 
person could perform all of these tasks with only a payment of $20,000 (distributed over 24 
months), as this would be a short-term, low-paid, temporary position. The job position posting, 
advertising, and the hiring process will take months. There will be additional time required for 
training as well. Our outsourcing proposal will secure a team of experts who have confirmed to 
us that they are ready to start working on the project immediately. 


To briefly summarize the above points, our Marketing Team 2 strongly recommends using 
$40,000 to pay the Creative Solutions company for the design, build, marketing/promotion, and 
evaluation of the new portal. 
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